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Broadcasting began life in competition with newspapers, first with radio in the 1920s and then again with television in the late 1940s/early 1950s. Its ability to reach mass audiences, however, prompted the state to make broadcasting comply with certain licence conditions deemed inappropriate for newspapers, where a free market was judged a precondition for an independent press. These regulatory obligations have long since been designated 'public service values' and acknowledged as profound influences on the past, present and future of the UK's broadcast ecology and wider media culture. According to Blumler (1992a) , however, the values of public service broadcasting have become increasingly 'vulnerable' in the face of market forces and commercial competition.
Consequently, our contribution in this short chapter deals with a very big subject. The introduction offers a definition of public service, examines its significance and relevance in the UK setting, and argues for its value as an essential ingredient in any democratic polity and society. The subsequent sections unravel that conversation in the context of broadcast and newspaper journalism and suggest that for news media to remain a formative constituent in democratic life, the market will require some form of regulation to prevent excessive commercial influence on news output. inexorably compromise programming decisions. His terse formulation that BBC programming should aim to 'inform, educate and entertain' captured the essence of public service broadcasting and marked its aetiology. Entertainment was unequivocally relegated to third place in the Reithian trilogy. 'To have exploited so great a scientific invention [as radio] for the purpose and pursuit of entertainment alone', he claimed, would have constituted nothing less than 'a prostitution of its powers and an insult to the character and intelligence of the people' (Reith, 1925, p. 17) .
Subsequently, public service broadcasting or public service journalism has become an essentially contested concept, difficult to identify with any agreed precision, 'although it is undoubtedly seen as a good thing ' (Barnett and Docherty, 1991, p. 23) . Across the century post-Reith, the character of public service values has shifted, reflecting developments in media technologies, changing statutory requirements for media, the fluid ideological commitments of parties and governments, as well as journalists' changing professional practice. But it has always (1) offered a mechanism for funding the delivery of news and other programming, (2) guaranteed journalistic autonomy and independence from powerful economic and political interests, (3) provided a regulatory mechanism for journalistic content and thereby (4) established a professional benchmark for the quality and range of programme content and (5) delivered programming -especially news and current affairs -which served the public interest, and all this for radio, television and the printed press (Franklin, 2001, pp. 1-11) . But in 1985, the Peacock Committee -the 'curtain raiser' for a period characterized by 'radically revisionist commercialism ' (Blumler cited in Franklin, 2005a, p. 19 ) -launched an ideological critique of public service values by media executives and practitioners, as well as academics (Murdoch, R., 1989; Elstein, 1991; Ball, 2003) which has sustained to the present day (Murdoch, J., 2009); Eyre declared public service simply, 'a gonner' [sic] (Eyre, 1999) . But public service values have also enjoyed stout advocacy with Cushion (2012), for example, illustrating their centrality to democratic cultures.
Vulnerable values, enduring influence: changing news agendas and public trust in public service and marketdriven broadcast journalism
To paraphrase the title of Blumler's edited book (1992a), the values of public service broadcasting appeared considerably more vulnerable as the
